Relationship of advertising appeal towards purchase intention of generation Y’s on online cosmetic product. / Siti Sofea Md Sazali by Md Sazali, Siti Sofea
I 
 
 
 
Relationship of Advertising Appeal towards Purchase Intention of Generation Y’s on Online 
Cosmetic Product. 
 
 
SITI SOFEA BINTI MD SAZALI 
2014914099 
 
 
 
BACHELOR OF BUSINESS ADMINISTRATION (HONS)   MARKETING 
FACULTY OF BUSINESS MANAGEMENT 
UNIVERSITI TEKNOLOGI MARA 
KAMPUS BANDARAYA MELAKA 
 
JANUARY 2017 
 
III 
 
DECLARATION OF ORIGINAL WORK 
 
 
 
BACHELOR OF BUSINESS ADMINISTRATION WITH (HONS) MARKETING 
FACULTY OF BUSINESS MANAGEMENT 
UNIVERSITI TEKNOLOGI MARA 
KAMPUS BANDARAYA MELAKA 
“DECLARATION OF ORIGINAL WORK” 
 
I, Siti Sofea binti Md Sazali ,                           I/C Number: 9300908-01-5386 
Hereby, declare that: 
• This work has not previously been accepted in substance for any degree, locally or 
overseas, and is not being concurrently submitted for this degree or any other degrees. 
• This project-paper is the result of my independent work and investigation, except 
where otherwise stated. 
• All verbatim extracts have been distinguished by quotation marks and sources of my 
information have been specifically acknowledged. 
Signature:        Date: 4 January 2017 
 
V 
 
Table of Contents 
TITLE PAGE .............................................................................................................................. I 
DECLARATION OF ORIGINAL WORK .............................................................................. II 
LETTER OF SUBMISSION ................................................................................................... III 
ACKNOWLEDGEMENT ....................................................................................................... IV 
TABLE OF CONTENTS .....................................................................................................V-VI 
LIST OF TABLE ................................................................................................................... VII 
LIST OF FIGURE................................................................................................................. VIII 
ABSTRACT ............................................................................................................................. IX 
CHAPTER 1 – INTRODUCTION ..............................................................................................  
    1.1 Background of the Study .............................................................................................. 1-3 
    1.2 Problem Statement ........................................................................................................ 3-4 
    1.3 Research Objectives ......................................................................................................... 5 
    1.4 Research Questions .......................................................................................................... 6 
    1.5 Significance of the Study ................................................................................................. 7 
    1.6 Scope of the Study ........................................................................................................... 8 
    1.7 Limitations of the Study................................................................................................... 8 
    1.8 Definition of Terms..................................................................................................... 9-10 
CHAPTER 2 – LITERATURE REVIEW ...................................................................................  
2.1 Introduction .................................................................................................................... 11 
    2.2 Purchase Intention ..................................................................................................... 11-12 
    2.3 Celebrity Endorser Appeal ........................................................................................ 13-14 
    2.4 Emotional Appeal ..................................................................................................... 15-17 
    2.5 Rational Appeal ........................................................................................................ 17-18 
    2.6 Theoretical Framework .................................................................................................. 19 
CHAPTER 3 – METHODOLOGY .............................................................................................  
VI 
 
3.1 Introduction .................................................................................................................... 20 
    3.2 Research Design............................................................................................................. 20 
    3.3 Population ...................................................................................................................... 21 
    3.4 Sampling Size ................................................................................................................ 22 
    3.5 Data Analysis Methods .................................................................................................. 23 
    3.6 Sampling Technique ...................................................................................................... 23 
    3.7 Unit of Analysis ............................................................................................................. 24 
    3.8 Data Collection Procedures ............................................................................................ 24 
    3.9 Instrument ...................................................................................................................... 25 
    3.10 Questionnaire .......................................................................................................... 26-27 
CHAPTER 4 – FINDINGS AND ANALYSIS ...........................................................................  
4.1 Introduction .................................................................................................................... 28 
    4.2 Reliability Analysis ................................................................................................... 28-30 
    4.3 Respondents Profile .................................................................................................. 31-37 
    4.4 Descriptive Analysis ................................................................................................. 27-29 
    4.5 Correlation ................................................................................................................ 38-40 
    4.6 Regressions .................................................................................................................... 41 
    4.7 Coefficient...................................................................................................................... 42 
CHAPTER 5 – CONCLUSION AND RECOMMENDATION .................................................  
5.1 Conclusion ...................................................................................................................... 43 
    5.2 Recommendation ...................................................................................................... 44-45 
References ........................................................................................................................... 46-49 
APPENDICES .................................................................................................................... 50-75 
 
 
 
IX 
 
ABSTRACT 
 
Marketer and advertiser concerns on how they can make their advertisement more 
effective and efficient through applications of appeals because it is important. Using different 
type of advertising appeals, are found very effective for marketing strategies especially in 
online marketing.  People may have interest and spend time to watch such type of 
advertisings which give information about specifications and products features and 
subsequently having an intention to purchase the product.  
 
In this study, level of purchase intention is being measured, a relationship between 
purchase intention as a dependent variable with different types of advertising appeal in online 
cosmetic was investigated. Celebrity endorser, rational and emotional appeal are being 
selected as an independent variable and had been used in this study.   Data were collected 
from 100 respondents of gen Y by distributed questionnaire at Aeon Mall Bandaraya Melaka 
and the result was analysed using SPSS.  To find out the significant relationship between 
independent variable and dependent variable, the collected data are being analysed using 
Reliability Analysis, Descriptive Analysis, Correlation, Coefficient and Regressions.   
 
From the research it is found that level of purchase intention on online purchase 
intention of cosmetic product is high among the gen Y and it have a high and significant  
relationship with emotional appeal.  Furthermore, emotional appeal is found to be the most 
influence appeals towards purchase intention of gen Y on online cosmetic product.   
